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 The purpose of this study was to investigate the perceived interest of consumers 
to adopt ATSC 3.0 through an examination of technology adoption theories. Further, the 
research sought to identify behaviors and motivations of those interested in the new 
standard to help understand who is likely to adopt it. This information will not only 
extend academic knowledge, but inform organizations about consumer interest in ATSC 
3.0 and the system’s marketability. 
 An online survey of 210 participants revealed that 32% of respondents said they 
were interested in adopting ATSC 3.0, 55% may be interested, and 14% were not 
interested (results rounded to the nearest whole number). Additionally, empirical 
evidence shows a connection between age and cord-cutting behavior and adoption 
interest. Finally, the research showed that respondents were most interested in on-
demand television, followed by higher quality video, mobile viewing, higher quality 
audio, and shopping on a TV. 
 Despite several limitations, the study provided actionable information that 
organizations can utilize to create tactics and strategies for ATSC 3.0 deployment. 
Organizations should focus on young adults and established innovators who have 
displayed a tendency of technology adoption and entertainment-oriented TV use. 
Additionally, the study should serve as a starting point for future research that utilizes a 
more generalizable volunteer pool and allows participants to interact with the 
technology. 
 





Few products have seen the near-universal adoption that television has received 
since its acceptance by American society in the late-1940s (Murray, 2015). One of the 
reasons for its ubiquity is that consumers could use the same device for decades. Only 
the recent switch to digital broadcast signals has required consumers to obtain new 
equipment (Murray, 2015; Silva 2017b; Wildstrom, 2008).  
Until 2009, America used the NTSC broadcast standard (Tanny, 2009). 
Broadcast standards are the rules regulating the transmission of audio and video 
signals. In June 2009, television stations were required to drop the NTSC standard and 
begin using the new ATSC 1.0 standard (Tanny, 2009). The new standard enabled 
broadcasters to transmit digital signals, high-definition content, and multiple channels 
within their allocated spectrum (Nielsen, 2009). However, market changes are 
necessitating the adoption of a new broadcast standard. 
Originally, users could receive television content only over-the-air (OTA). OTA 
television’s dynamic is one way. Broadcasters transmit programming and users choose 
whether to watch the content, making it a closed-platform or “Walled Garden” (Abreu, 
Nogueira, Becker, & Cardoso, 2017). New time-shifting content delivery services – like 
over-the-top (OTT) and video-on-demand (VOD) – have allowed consumers to bypass 
television’s closed platform and have created a new dynamic.  
 
 




Shifting Media Landscape 
Time Shifting. Consumers can now dictate what content they will consume and 
when. Time-shifted services are so popular that they have siphoned viewers away from 
traditional television, and that has reduced station ratings and advertising dollars. 
Recent studies have shown that 55% of adults 18-34 watch content after it has aired, 
and live-tv viewership has declined by 12% during the past 3-years (Molla, 2017). The 
number of consumers in the Raleigh-Durham DMA with access to streaming devices 
increased by 27.5% between 2016 and 2017. Further, they now watch an average of 
two hours and twenty-five minutes of streaming content a day (Nielsen, 2018). While the 
length of time can vary based on viewer age and demographic make-up, in many cases, 
it can represent more than 40% of total TV viewing (Nielsen, 2018). 
Streaming and time-delayed viewing affect ratings in all dayparts, but by and 
large, consumers continue to tune into live-TV for current events, sports, and 
cultural/buzzworthy events (Billings, 2016; Intelivideo, 2017). Consumers’ fear of 
missing out on conversations surrounding these timely programs motivates them to tune 
in live (Billings, 2016). Even the slight delay in streaming sporting events can ruin a “big 
play” as viewers receive notifications from others watching the content in real-time 
(Booton, 2018). However, with consumers continuing to increase the length of 
streaming sessions each day, and the number of monthly streaming sessions 
increasing for non-DVR proof programming (e.g., streaming sessions increased by 
18.2% between 2016 and 2017), ratings will continue to decline. Local broadcasters 
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face a significant challenge to curtail rating losses — a problem that is further 
compounded by digital media.  
Media Use. The generally held belief that new media has been stealing share 
from traditional media is true: broadcast ratings are declining, newspaper readership 
continues to fall, and time spent with digital devices is increasing (Desjardins, 2016). On 
average, consumers are spending four hours and thirty-three minutes with television 
versus the four hours and twelve minutes spent across digital devices (Nielsen, 2017c). 
Such macro-level information is important, but there are more nuanced trends that 
provide insight into how consumer media consumption habits are affecting broadcasting 
operations. 
Instead of merely cannibalizing traditional media, consumers are increasing the 
amount of daily time they are spending with media (Del Gigante, 2017). Between 2015 
and 2017, the average daily time spent with media increased by 18%, going from nine 
hours and ten minutes in 2015 to ten hours and forty-eight minutes in 2017 (Nielsen, 
2017c). Much of this increase can be attributed to multitasking and second-screen 
viewing (Hurrle, 2017). 
 
Broadcasting Operation Challenges 
Changes to the media landscape are having a significant impact on media 
organizations’ revenue – specifically for local broadcasters. Analysts are forecasting 
revenue declines caused by increasing competition, decreasing ratings, and slowing 
retransmission revenue. 
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TV industry revenue fell by 8% between 2010 and 2017 and is predicted to fall by 
11% between 2019 and 2023 (Lafayette, 2018; Pew Research Center, 2018). Estimates 
show that local broadcast revenue was expected to drop by 2% to 4% between 2018 
and 2019 (Lafayette, 2018; Pew Research Center, 2018). Retransmission revenue, 
once a boon for local broadcasters, has increasingly slowed. Between 2018 and 2019, 
retrans revenue was expected to see a mere six percent growth – down significantly 
from the 64% growth between 2009 and 2010 (Pew Research Center, 2018). 
While revenues are declining, local broadcasters are attempting to make up the 
shortfall by providing advertising and marketing services in digital spaces. Local 
broadcasters saw a 164% growth in digital revenue between 2010 and 2017 (Pew 
Research Center, 2018). However, as with retransmission revenue, digital revenue 
growth is slowing. The most recent data published by Pew Research Center forecasted 
digital revenue between 2018 and 2019 of 7%, which is down from the 18% growth 
between 2013 and 2014 (Pew Research Center, 2018). 
The addition of digital revenue was expected to balance the loss of traditional 
revenue and create flat growth in 2019 (total 2019 estimated revenue versus an 
average of past three odd year revenue)(Pew Research Center, 2018). Such a trend is 
unlikely to hold due to local digital marketing competition and national ad buying 








The broadcast television industry has accepted the change in viewer dynamics 
and is in the process of converting to a new broadcast standard – ATSC 3.0 – which 
could allow the industry to lure viewers back (Marszalek, 2017b). 
ATSC 3.0 will allow broadcast television organizations to deliver content 
traditionally and to mimic time-shifted content delivery services. The new standard will 
allow stations to offer new services including 4K resolution, High Dynamic Range (HDR) 
video, 120 frames-per-second (fps) video, immersive audio, multiple audio tracks, 
improved Emergency Alert System (EAS) services, targeted ad delivery, t-commerce, 
dual-screen viewing, mobile viewing, and on-demand content (Eggerton, 2017a; 
Marszalek, 2017a; Silva, 2017a). ATSC 3.0 content will be delivered using a 
combination of over-the-air and internet protocols (Eggerton, 2017a).  
Local stations’ leaders must understand the viewing motivations of area 
consumers to ensure adoption by appropriately marketing those components of the 
broadcast standard that consumers see as having a genuine advantage for them. 
Failing to do so could result in additional cord-cutting behavior, which would further 
increase rating losses. 
This study intends to investigate, via a survey, the perceived interest of 
consumers to adopt ATSC 3.0 through an examination of technology adoption theories 
and the use of past technologies with a survey. Additionally, the study will build upon 
previous works by providing evidence regarding the adoption of an innovation, ATSC 
3.0, based on uses and gratification theory and diffusion of innovations theory. 





The only scholarship available concerning ATSC 3.0, at the time of this writing, 
relates to the underlying technical operations of the broadcast standard. To explore the 
topic of new technology adoption, I will briefly explore diffusion of innovations theory 
and uses and gratification theory. I will also review past technology adoption research 
that relies on both theories. As ATSC 3.0 is combining technology from several 
platforms (i.e., television, new media, and time-shifting services), the past research 
being explored will include multiple components of the new broadcast standard. 
A plethora of technology adoption theories exist through which researchers 
attempt to predict and explain a population’s behavior by examining an individual’s 
intent to adopt and his or her underlying psycho-sociological reasons for adoption. 
Adoption theories are also important guides that can inform business, marketing, and 
advertising decisions, which are an essential part of product adoption (Chiesa & Frattini, 
2011). Diffusion of innovations theory (DOI) is an attempt to explain the adoption of a 
new device or service by outlining who begins its adoption and how they spread it 
among a population (Rogers, 2003). Proponents of uses and gratification theory seek to 
explain why a device or service is adopted by explaining how the device gratifies a need 
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Diffusion of Innovations  
Diffusion of innovations theory (DOI) is a widely known framework developed by Everett 
Rogers that is useful for explaining consumer behavior and informing marketing 
decisions. DOI’s classic model examines who initially adopts a technology and how they 
communicate information about the new technology to other members of a population 
over time (Rogers, 1976). Communicated information helps sway a population to adopt 
or ignore a new technology. 
Innovation Attributes. Roger’s theory contains five innovation attributes that 
affect the adoption of technology, including relative advantage, compatibility, 
complexity, trialability, and observability (Rogers, 2003). The most significant precursor 
for innovation adoption is relative advantage (Bae & Chang, 2012; Conway & Rubin, 
1991; Dupagne, 1999; Dupagne, 2006; Ko, Chang, & Chu, 2013). Innovations that 
provide a relative advantage are those innovations providing benefits that surpass those 
of their predecessors. 
When examining HD and digital TV adoption, Dupagne (1999, 2006) found that 
consumers are more likely to adopt sets that provide more benefits and are superior to 
current models in quality and clarity. Similarly, time-shifting devices — such as VCRs, 
DVD players, Blu-Ray players, Digital Video Records (DVR) and over-the-top devices 
(OTT) — provide a relative advantage (Abreu, et al., 2017; Kim & Lee, 2003). 
Improvements in clarity, quality, usability, and content availability emerge in each 
subsequent iteration of these devices (Abreu, et al., 2017; Kim & Lee, 2003).  
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Adopter Categories. Rogers splits consumers into five categories based on 
innovativeness: innovators, early-adopters, early-majority, late-adopters, laggards 
(Rogers, 2003). Identifying likely innovators and early adopters is a paramount goal in 
adoption research as both groups are the first to adopt a technology, scrutinize it, and 
communicate its value to the remainder of a population (Rogers, 2003). Most research 
seems to focus on these two groups. Further, research reveals that the most useful 
measure of adoption intent for innovators and early adopters is relative advantage (Bae 
& Chang, 2012; Dupagne, 1999; Dupagne, 2006; Lin, 1998) and that relative advantage 
is more useful during the persuasion and decision stages of adoption and less important 
during the awareness stage (Dupagne, 2006).  
Demographic Categories. There are several notable differences between the 
adopter categories, but Rogers notes that the most important are education, income, 
and social status (Rogers, 2003). Past research into the adoption of HDTV, online 
services, digital TV, and DVD players has shown that education, income level, and 
usage of other communication systems are positively related to innovation adoption (da 
Costa Piloto, Ribas, Trinta, Gonçalves, & Raguenete, 2015; Dupagne, 1999; Kim & Lee, 
2003; Ko, Chang, & Chu, 2013; Lin, 1998). 
Age is also a distinguishing factor among demographic categories. Past research 
has shown that age is negatively related to technology adoption interest, with younger 
generations being early adopters and older generations belonging to the late-majority or 
laggard categories (da Costa Piloto, et al., 2015; Dupagne, 1999; Dupagne, 2006; Kim 
& Lee, 2003; Prince & Greenstein, 2017).  
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However, not all studies agree that demographic characteristics are a useful 
indicator of media adoption. Two separate Smart-TV adoption studies found that 
demographics characteristics were insignificant factors when examining adoption 
interest (Bae & Chang, 2012; Ko, et al., 2013). These findings could be explained by 
examining the adoption of over-the-top services, which Smart-TVs allow consumers to 
utilize. The recent roll-out of OTT devices has seen lower socioeconomic groups 
adopting or indicating adoption intent as they look for cheaper alternatives to expensive 
cable and satellite services (Prince & Greenstein, 2017).  
Media Use. Rogers considers media use to be an indicator of an individual’s 
intent to adopt (Rogers, 2003). However, this belief has rarely been supported 
(Dupagne, 1999; Ko, et al., 2013; Lin, 2006; Lin, 1998). Lin’s study of the adoption of 
online services found some support for media use indicating adoption. When cross-
examining the gratification-seeking motivations of online service adoption with media 
use, there are significant and positive indicators related to newspaper and magazine 
reading (Lin, 2001).  
 
Uses and Gratification 
Uses and gratification theory (UGT) examines and informs about a consumer’s 
perceived intent to adopt a technology from a psychological perspective by attempting 
“…to explain something of the way in which individuals use communications, among 
other resources in their environment, to satisfy their needs and achieve their goals…” 
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(Katz, et al., pg. 510). UGT is useful in reporting how people use a medium and how the 
medium provides gratification to a user. 
Uses and gratification theory is unique in its assumptions regarding how people 
choose media and what they do with it. UGT assumes that an audience is active and an 
important part of mass media use, that need gratification and media choice lie with the 
audience, that media compete with other sources of need satisfaction, that people are 
self-aware to report interests and motives, and that value judgments about the cultural 
significance of mass communication should be suspended while audience orientations 
are explored in their own terms (Katz, et al., 1973, pg. 510-511).  
UGT recognizes that people are individualistic, seek different media, and have 
different reasons for their choices (Katz, et al., 1973; Wei & Lo, 2006). Regarding intent 
to adopt, the gratification a consumer is seeking varies by device, by the person, by 
gender, and the time they are adopting. (Borges, Rita, & Pagani, 2015; Lin, 1998; Lin, 
2001; Wei & Lo, 2006;). As a result, many devices fulfill different needs. 
For many media innovations – such as mobile phones, mobile TV, personal 
computers, and online services – the gratifications that consumers seek include 
accessibility, mobility, price, cognitive, affective, innovative, usefulness, entertainment, 
and information. 
 The gratifications that mobile phones and mobile-TV provide consumers with are 
similar. Both services provide potential adopters with accessibility and mobility (Borges, 
et al., 2015; Wei & Lo, 2006). Accessibility provides potential adopters with access to 
secondary gratifications: relieving boredom, passing-the-time, and privacy (Borges, et 
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al., 2015). Potential mobile-TV consumers indicate that price is a factor for mobile-TV. 
They are hesitant to adopt a new service that would incur a regular fee, but they are 
more interested in the service if it is ad-supported or pay-as-you-go (Borges, et al., 
2015). Mobile phone early-adopters are primarily seeking gratification for affection and 
social utility, and late-adopters are primarily seeking the gratification of fashion and 
status needs (Wei & Lo, 2006). 
 While media use and DOI provide indicators for online service and PC adoption, 
the highest indicators are gratification-seeking motivators. Online services provide 
adopters with cognitive and affective needs gratification (Lin, 2001). During the initial 
deployment of PCs, consumers indicated that their intent to adopt PCs primarily comes 
from the gratification of the need to be innovative (Lin, 1998). Going against DOI, in 
both PC and online service studies, consumers in lower socioeconomic groups indicate 
the intent to adopt despite the cost because the device or service is perceived to gratify 
consumers’ need to be innovative and the device or service’s usefulness (Lin, 1998; Lin, 
2001). 
Such studies have shown that a new medium’s perceived worth informs 
consumers’ adoption and usage decisions. Knowledge of these decisions assists 
organizations with reaching and marketing their products to consumers who value the 








As DOI and UGT examine adoption from a different viewpoint, it is valuable to 
take a hybrid approach to pinpoint the population likely to adopt a technology. It also 
helps reduce many of the problems inherent in these conceptual frameworks. As most 
research studies use multiple adoption theories to help isolate a population’s interest in 
adopting an innovation, it is worth highlighting the adoption of the Smart-TV due to its 
similarities with ATSC 3.0 (e.g., merging of old and new media). 
The Smart-TV is a fusion technology, which maintains all basic television 
functions, but it includes value-added (e.g., VOD, DVR) and interactive features (e.g., t-
commerce, chatting) (Bae & Chang, 2012; Ko, et al., 2013). Smart-TV adopters do not 
consider basic functions when adopting, but they are influenced by the unique 
experience that the added benefits create (Ko, et al., 2013). The relative advantage of 
the product is still the driving force behind its adoption, but consumers indicate that the 
relative advantage of the device is based on the value of an enhanced experience (Bae 
& Chang, 2012; Ko, et al., 2013).  
A recent American survey found that the added-value and interactive features of 
smart-TVs drive up intent to purchase (SmithGeiger, 2017). Notably, 55% of individuals 
indicate that they intend to purchase a smart-TV in the next 12 months. When 
consumers are told about added ATSC 3.0 features, the number rises to 74%. In 
addition, 45% of individuals who initially expressed no intent to buy a smart-TV in the 
next 12 months indicated they would likely purchase one upon learning about the ATSC 
3.0 features (SmithGeiger, 2017).  




Failure to Acknowledge Adoption Theory 
It is worth providing a counterpoint to the successful adoption of innovations to 
show the implications of not considering adoption theories. Many innovations – such as 
3D TV — lack relative advantage, ease of use, usefulness, or any of the other attributes 
of UGT or DOI. The lack of any benefit leads to the commercial failure of a device. 
Examining commercialization of innovation theory, Chiesa and Frattini (2011) 
note that a successful product relies foremost on customer acceptance (or adoption). 
Customer acceptance is broken into two parts: adoption network support, which is 
composed of end-users and companies providing ancillary products and distribution, 
and the post-purchase attitude of consumers (Chiesa and Frattini, 2011). This closely 
ties in with DOI as innovators and early-adopters create the post-purchase attitude that 
drives the mass adoption by the general public.  
Take 3D television as an example. To date, 3D television manufacturers 
assumed that 3D’s novelty would be sufficient for it to be adopted by the American 
public. They failed to consider that inconveniences, health issues (e.g., headaches), 
lack of demand, and social media limitations would limit its growth (Rotter, 2017). The 
biggest failure is that it does not provide any relative advantage as the device provides 
only a negligible visual advancement (Rotter, 2017). In relation to the commercialization 
of innovation theory, manufacturers failed to obtain adoption network support and 
received negative post-purchase responses. 
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Adoption Research Limitations 
As a whole, many media adoption studies suffer from similar problems. First, it is 
problematic that most adoption study methodologies rely on self-reporting intent. Self-
reporting does not measure actual adoption, so it is difficult to measure actual behavior 
(Davis, 1989). Next, adoption studies examine the brief time before or during 
deployment (Rogers, 1976). The lack of longitudinal studies prevents researchers from 
concluding how perceived intent relates to actual adoption.  
Additionally, many methodologies have a pro-innovation, pro-source bias as they 
are used to establish marketing and business plans (Rogers, 1976). Finally, many 
studies lack generalizability due to the populations being examined in a study. Many 
studies examine tech-savvy populations, containing a higher percentage of early-
adopters, which would skew the results in favor of higher adoption (Ko, et al., 2013). 
 
Summary 
Academic scholarship shows that consumers adopt technology based on a 
plethora of factors, but primarily do so because of a device’s perceived relative 
advantage or its ability to gratify a need. While many findings related to DOI hold true 
for most devices, like age being a negative indicator, use gratification findings vary by 
device.  
 Identification of consumers who intend to adopt technologies and their 
motivations is essential for cultural, business, and marketing applications. The 
identification of the adoption motivations of innovators and early-adopters helps 
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businesses and marketers create plans for the successful deployment of new devices 
and services. These groups should be targeted as they disseminate information about 
the new technology and convince early-majority, late-majority, and laggards to adopt. 
Failure to identify motivations or key groups can doom a new device (see 3D TV).  
While there is a preponderance of research on the intent to adopt or adoption of 
individual communication technologies, there is less research on technologies that fuse 
old and new media devices together. Investigating the perceived intent to adopt ATSC 
3.0 and its services will provide that information, as well as inform organizations and 
marketers about who is likely to adopt the technology. It will also provide continuing 
evidence on the adoption of new technologies based on gratification fulfillment, relative 
advantage, and media use. 
 
Research Questions 
The above literature review has revealed commonalities among technology adoption 
research that is related to the adoption of ATSC 3.0. These commonalities have 
informed the creation of seven research questions that were tested with an online 
survey.  
 
R1: To what extent will age be a predictor of ATSC 3.0 adoption interest? 
R2: To what extent will education or income level be a predictor of ATSC 3.0 adoption 
interest? 
R3: To what extent will perceived relative advantage of new technologies be a predictor 
of ATSC 3.0 adoption interest? 
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R4: To what extent will perceived complexity of new technology be a predictor of ATSC 
3.0 adoption interest? 
R5: To what extent will television use gratifications be a predictor of ATSC 3.0 adoption 
interest? 
R6: To what extent will media device usage be predictive of ATSC 3.0 adoption 
interest? 
R7: To what extent is the time spent with any media predictive of ATSC 3.0 adoption 
interest? 
R8: To what extent will “cutting-the-cord” be predictive of ATSC 3.0 adoption interest? 
 
Method 
Data for this study was collected using an online survey of students at a major 
southeastern university. Participants were recruited through the university’s research 
pool. The goal was to obtain 100 completed surveys; however, 210 volunteers 
completed the survey. Volunteers received course credit for their participation. 
Upon recruitment, each participant was directed to the survey website, where he 
or she reviewed an informed consent form. Following the acceptance of the form, the 
volunteer was guided through a review of ATSC 3.0, basic terms, and definitions. The 
page containing the definitions has a minimum time on page restriction to prevent users 
from quickly clicking through the page. After students completed the review of terms 
and concepts, they completed the survey. Finally, at the conclusion of the survey, 
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students were provided with a debrief form that provided an overview of the information 
collected and additional resources. 
Survey Questions 
Participants were asked a series of open-ended, multiple-choice, and Likert scale 
questions that can be located starting on page 58. Likert scale questions were based on 
a 5-point scale to supply needed depth. The only open-ended question examined 
participant age.  
Participants were guided through a survey made up of five sections. The sections 
examined a participant’s demographic profile, media use, ATSC 3.0 interest, 
gratification reasons for using television, and level of innovativeness. Use gratification 
and innovation questions were developed by examining past work on diffusion of 
innovations and uses and gratification theory concerning media technology adoption 
(Lin, 2009; Lin, 2001; Borges, Rita, Pagani, 2015; Dupagne, 2006).  
Media Use. The study sought to gauge any relationship between media use and 
interest in adopting ATSC 3.0. Study volunteers were asked 20 media use questions, 
consisting of multiple-choice and “yes, maybe, or no” questions. 
Demographic Profile. Roger’s work in diffusion of innovations found that certain 
demographic characteristics are indicators for the adoption of new technologies 
(Rogers, 2003). Participants were asked six demographic-based questions: 
§ What is your age? 
§ What gender do you declare yourself as? 
§ What is your highest completed level of education? 
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§ How would you describe your household income in ballpark terms? 
§ Do you have children? 
§ What is your employment status? 
 The questions were open-ended and multiple choice. 
ATSC 3.0 Adoption Interest. ATSC 3.0 has several unique characteristics that 
might interest different groups. Study volunteers were asked to gauge interest in 
adopting ATSC 3.0 by ranking six statements. There were five statements pertaining to 
individual components of the new technology and one statement regarding ATSC 3.0 in 
general. 
Use Gratification. Participants were asked to rank 12 statements regarding use 
gratification to understand if any television use gratifications indicate interest in adopting 
ATSC 3.0. These statements utilized a 5-point Likert scale. Questions within this section 
focus on the reasons an individual may or may not decide to use television (e.g., 
entertainment, information, learn skills, find excitement, and kill time). 
Innovativeness. Participants were asked to rank 13 statements regarding their 
perceived comfort with or readiness to adopt new technologies to gauge whether 
participants’ level of innovativeness indicates interest in adopting ATSC 3.0. This 
section utilized a 5-point Likert scale and focused on a consumer’s interest in being 
innovative, thoughts on complex devices, and thoughts on the relative advantage of 
innovations. 
 
Media Terms and Descriptions 
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At the outset of the survey and throughout, participants were provided with 
needed context, definitions, and background. Explanation of these details was important 
to ensure that participants are accurately answering questions.  
Television. The word “television” is often used colloquially to describe video 
content watched on any number of devices from various services. All participants were 
given a baseline definition of “television” to help ensure clarity. For the purposes of the 
survey, unless otherwise noted, the term “television” meant all video content that is 
consumed on a television set. Where necessary, the survey described the source of the 
video content (e.g., broadcast signals, cable/satellite providers, streaming media 
providers).  
The physical television device was defined as any stand-alone device that must 
receive broadcast television signals in order to work. The hardware can also receive 
content from other sources, including cable/satellite boxes, gaming systems, delayed 
viewing devices (e.g., DVR, DVD Player, Blu-Ray Player), or streaming digital media 
players (e.g., Fire TV, Apple TV, Roku). The term television does not cover content 
consumed on computer monitors, desktop computers, laptops, tablets, or smartphones. 
Media Use Terms. Additionally, media use terms were defined, simplified, and/or 
an example was given to help provide the participant with a clear understanding of a 
question. As an example, the term “over-the-top media” refers to content that is 
displayed on a TV but comes from an online source. As “over-the-top” is an industry 
term that the general population will be unfamiliar with, it was simplified to “streaming 
media.” As an example, the question “Do you currently use an over-the-top device to 
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watch video content on your TV?” was simplified to “Do you currently use a streaming 
digital media device (like a Roku) to watch video content on your TV?” 
 
Analysis 
 Once all surveys were completed, they were analyzed to find any significance 
relevant to each research question by comparing interest in ATSC 3.0 adoption through 
an ANOVA test. The results were also examined using a chi-square test to check for the 
level of significance between cross-tabulated questions. Careful consideration was 
given to check that the results met standards for validity and reliability. Additional 
analysis of survey questions was conducted to find results outside of the posed 
research questions. Cross-tabulations were utilized to find relevant levels of significance 
(e.g., is gender a relevant factor in ATSC 3.0 adoption interest). 
 The results of the demographic section were examined to report on the make-up 
of the study participants. The profile included statistics on age, gender, income level, 
education level, and employment status. The number of completed surveys were 
reported as well. 
 
Confidentiality 
 The utilization of an online survey required the collection of certain participant 
information. Steps were taken to help ensure confidentiality and will comply with 
industry best practices. The survey results contained no reference to any identifying 
information such as email or IP addresses. 





 Executing an online survey that utilized a university research pool presented 
several limitations. Some of the limitations were seen in advance, and steps were taken 
in the survey design to control or offset any anticipated impact. Specifically, terms and 
descriptions were simplified, and examples were provided to help ensure a baseline of 
knowledge and understanding amongst respondents.  
Sample Limitations. Utilizing a university’s research pool reduced the 
generalizability given the inherent demographic make-up of the traditional 
undergraduate student body. As such, the results are not broadly applicable and will 
require additional research to provide generalizability for a larger population. However, 
the study does provide insight into the adoption interests of a younger, well educated, 
and technologically savvy population. This provides relevant data to a group likely to be 
interested in adopting ATSC 3.0 – those who utilize new media and have shown an 
interest in cord-cutting behavior. 
Additionally, the study results relied heavily on the accuracy of participant 
answers, specifically on their self-reported media use and ability to express opinions 
and beliefs. To enable accuracy, questions and answers were simplified where 
possible, and a Likert scale was utilized to help answer value-based questions. Rather 
than self-report a specific number of hours during the media use section, participants 
were asked to select a range that reflects their average use. 
Investigating the Attributes of Consumers Showing Interest in Adopting ATSC 3.0 Television 
 
24 
Testing Limitations. One of the challenges of the survey was to take a plethora 
of media-related terms and distill them into their simplest form to ensure the general 
understanding of research volunteers. The accuracy of the results relied on participants 
having a clear definition of the terms being used, as well as an understanding of ATSC 
3.0. Participants were given definition, background, and context as needed during the 
online survey. The survey utilized common terms and examples as needed. 
While detailed descriptions and examples were provided, the information could 
easily be skimmed or skipped by the respondents. Additionally, the understanding of 
ATSC 3.0 relied on a written description of a technology that the general population has 
never interacted with or seen. Compounding this is the fact that many American’s do not 
realize that they can receive television broadcasts over-the-air by using a TV antenna.  
In hindsight, video or pictorial representation of the technology might have helped boost 
understanding.  
No empirical evidence has been found suggesting that respondents 
misunderstood media terms. However, there is the possibility that one of the 
demographic questions – household income – could have confused respondents. 
Respondents were asked to provide a ballpark household income figure. More than 
80% of respondents selected either the upper- or lower-income brackets. Given that 
only 7% of respondents are employed full-time, it is likely some respondents chose to 
report their parent’s or caregiver’s income and some chose to report their individual 
income (Chart 3). 
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 General Limitations. This study had technology limitations. It obtained 
responses from only those who have internet access. While the internet has near-
universal acceptance in the United States, and even more so among a university 
recruited research pool, it should be noted that this does not ensure general population 
comfort with online survey platforms. All efforts have been made to simplify the study 
and provide clear guidance, but people who are uncomfortable with the internet might 
have problems completing the study. 
 Additionally, the survey is focused on technology adoption, media use, and time 
with media. Again, while many of the technologies examined are ubiquitous, it is not a 
given that all respondents will have utilized all or any of the technologies described in 
the survey. All efforts have been made to simplify the study and terms and to provide 
examples of each medium as necessary.   





 The purpose of the survey was to investigate the perceived intent to adopt ATSC 
3.0, which would inform organizations and marketers about who is likely to adopt the 
technology. Actionable information was revealed as a result of the study, despite the 
aforementioned limitations. 
 Survey volunteers were part of a university research pool at a southeastern 
university. Two-hundred-ten volunteers participated in the survey. Their ages ranged 
from 18-48, with heavy clustering of respondents between 18-21 (Chart 1). Eighty 
percent of the respondents were female, 19% male, and 1% gender-neutral (Chart 2). 
The majority of respondents were full-time students, 45% held part-time jobs, and 7% 
full-time jobs. Sixteen percent of respondents have children. Finally, 91% of 
respondents have completed high school or some college and 9% have completed a 2- 
or 4-year degree (Chart 3). 
 When examining media use, respondents were more likely to heavily utilize new 
media and eschew traditional media (Chart 4). Additionally, respondents were likely to 
have watched video content on a tablet, phone, or computer when someone else is 
using the TV or in another room (Chart 5). Forty-five percent of respondents have cut 
the cord, 72% use a streaming media device (e.g., Roku), and 98% subscribe to a 
streaming media service (Chart 6). 
Examination of the data reveals partial answers to the seven research questions. 
When results were cross-tabulated for statistical significance, the only research 
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question that was confirmed was the relevancy of cord-cutting behavior compared to 
ATSC 3.0 adoption interest. Specific results are to follow; however, in an attempt to 
uncover additional information, results were bucketed for each research question. 
Age reveals significant results when ages are combined for those 21-or-younger 
and those 22-or-older. Relative advantage, complexity, and TV use gratification 
questions reveal significant results when the level of interest descriptors are bucketed to 
combine “extremely and very” descriptors; “moderately and slightly” descriptors; and 
“does not describe me”. No significant results were found for income, education level, 
time spent with media, or mediums used. Specific results are to follow. 
 Despite the lack of strong statistical relationships for some of the research 
questions, findings that would prove beneficial to marketers did emerge. Thirty-two 
percent of respondents said they were interested in adopting ATSC 3.0, 55% may be 
interested, and 14% were not interested. It is also important to note that additional 
analysis revealed that there is a statistically significant relationship when comparing 
ATSC 3.0 adoption interest to the tested ATSC 3.0 components (Table 1).  
For all five tested components, those who were interested in ATSC 3.0 were 
more likely to find the components “extremely or very” interesting (Table 2). For those 
answering “yes” to ATSC 3.0 and “extremely or very” interested in the listed 
components, the most important component was on-demand television, followed by 
higher quality video, mobile viewing, higher quality audio, and shopping on a TV (Table 
2). Cross-referencing the results of those that showed ATSC 3.0 adoption interest with 
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the list of ATSC 3.0 components provides organizations and marketers with the 




Research Question 1: To what extent will age be a predictor of ATSC 3.0 adoption 
interest? 
Participants’ ages ranged from 18-48, with 94% being 18-to-21years old. 20- 
year-olds represented the largest group of respondents, followed by 19-year-olds and 
21-year-olds (Chart 1). There was tight clustering of respondent ages, with 
approximately 6% of respondents being 22 years of age or older. Due to this tight 
clustering, the results were bucketed for those who were 21 or younger and those who 
were 22 or older. 
The results of comparing participant-reported age to the question “Would you be 
interested in adopting ATSC 3.0?” reveal a statistically significant relationship between 
age and general interest in adopting ATSC 3.0 (p-value 0.026)(Table 4). Those who 
were 22 or older were less likely to be interested in adopting than those who were 21 or 
younger. While the age ranges are limited, there is statistical evidence that age plays a 
factor in technology adoption interest. 
Additionally, when age was compared to interest in the individual components of 
ATSC 3.0 (e.g., higher quality video, higher quality audio, on-demand television content, 
television stations on your mobile phone, and shopping on your television), statistically 
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significant findings were found for key components. Comparing age to higher quality 
video (p-value 0.030), television stations on your mobile phone (p-value 0.014), and on-
demand content (p-value 0.025) revealed statistically significant relationships (Table 4). 
Younger respondents (<=21) were more likely than older respondents (>=22) to be 
extremely or very interested in higher quality video and on-demand viewing, while older 
respondents were more likely to not be interested in mobile viewing than younger 
respondents (Table 3). While the age ranges are limited, there is statistical evidence 
that age plays a factor in technology adoption interest. 
 
Research Question 2: To what extent will education or income level be a predictor 
of ATSC 3.0 adoption interest? 
 Rogers’ diffusion of innovation theory posits that individuals who are highly 
educated and/or belong to higher income brackets are more likely to be adopters of new 
technologies (Rogers, 2003). Alternatively, recent studies have revealed that lower 
socio-economic groups are more likely to adopt OTT services as those services have a 
lower entry point (Prince & Greenstein, 2017).  
Respondent-reported education levels reveal tight clustering. Ninety-one percent 
of all respondents reported their highest level of education as “High School” or “Some 
College,” followed by 5% having a “2-Year Degree”, and 4% having a “4-Year Degree” 
(Chart 3). Respondent-reported income levels are also clustered with 50% of 
respondents reporting a household “annual salary greater than $90,000” and 32% of 
respondents reporting a household “annual salary of less than $29,999” (Chart 8).  
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The results of comparing both reported education level (p-value 0.977) and 
income range (p-value 0.263) to the question “Would you be interested in adopting 
ATSC 3.0?” revealed no statistically significant relationship (Table 4). Such results could 
be indicative of the limited sample set, generalizability, and the aforementioned issue 
regarding income reporting confusion. 
 
Research Question 3: To what extent will perceived relative advantage of new 
technologies be a predictor of ATSC 3.0 adoption interest? 
Roger’s diffusion of innovation theory contains five innovation attributes that 
affect the adoption of technology: relative advantage, compatibility, complexity, 
trialability, and observability (Rogers, 2003). The most significant measure is relative 
advantage. Among other things, this study sought to understand if respondents found a 
relative advantage in the new ATSC 3.0 broadcast standard.  
Respondents were asked 13 questions relating to their perceived comfort with or 
readiness to adopt new technologies. Using past research as a guide, the researcher 
sought to understand relative advantage through four ease-of-use questions: 
- I enjoy the technical improvements that new technologies bring me, 
- New technologies make my life easier, 
- I feel that new technologies are superior to older technologies, and 
- I think that new technologies give me more control over my life. 
As this study is based on a technology that has yet to be released or tested by the 
general population, the questions had to be broader. Additionally, because the 
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technology has multiple components, the questions are focused on technology 
improvement instead of specific components. 
None of the four questions was found to have a statistically significant 
relationship to ATSC 3.0 adoption interest. However, when the descriptors were 
bucketed (Extreme/Very, Moderately/Slightly, Does Not), a statistically significant 
relationship was found for “I enjoy the technical improvements that new technologies 
bring me” (p-value 0.011)(Table 5). Those who said that the aforementioned question 
described them “extremely or very well” were more likely to be interested in ATSC 3.0 
adoption interest. Additionally, those who said the question described them “moderately 
or slightly” were more likely to not be interested in ATSC 3.0 (Table 6). 
 
Research Question 4: To what extent will perceived complexity of new technology 
be a predictor of ATSC 3.0 adoption interest? 
While relative advantage is the most significant measure that indicates 
technology adoption interest, past research has shown that complexity is similarly 
significant (Lin, 1998). The researcher sought to understand complexity through four 
specific questions: 
- Learning new technologies is a frustrating experience for me, 
- I find new technologies intimidating, 
- I often feel anxious when I use new technologies for the first time, and 
- I am often afraid that new technologies may not work properly. 
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Such questions are meant to provide a respondent’s thoughts about new technologies 
as ATSC 3.0 has yet to be released. 
 None of the four questions was found to have a statistically significant 
relationship to ATSC 3.0 adoption interest. However, similar to the results of research 
question 3, when the descriptive terms are bucketed, a significant statistical relationship 
was found for “I often feel anxious when I use new technologies for the first time” (p-
value 0.038) (Table 5). Those who said that the aforementioned question described 
them “extremely or very well” were more likely to be uninterested in ATSC 3.0 adoption 
(Table 6). 
 
Research Question 5: Will television use gratifications be a predictor of ATSC 3.0 
adoption interest? 
 Respondents were asked twelve, five-point Likert scale questions to determine if 
there are any correlations between ATSC 3.0 adoption interest and reasons for 
television use. Generally, respondents most identified television use with the need for 
entertainment, followed by killing time and having fun. Alternatively, they were the least 
likely to identify television use with the need to learn new skills, followed by intellectual 
growth, and escapism (Chart 9). Such results show the group uses television for 
enjoyment versus growth opportunities. 
 When television use gratification questions are compared to ATSC 3.0 adoption 
interest, three statistically significant relationships were determined: respondents’ need 
to be entertained (p-value 0.0002), find excitement (p-value 0.017), and get the news 
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(p-value 0.037)(Table 5). Those who said television’s entertainment factor describes 
them “extremely or very well” were more likely to have adoption interest. Similarly, 
descriptions of excitement and the news as fitting “extremely or very well” were more 
likely to have adoption interest (Table 7).  
 
Research Question 6: To what extent will media device usage be predictive of 
ATSC 3.0 adoption interest? 
 It was prudent to examine the ways that respondents consume video content 
given the plethora of video devices on the market. Respondents were asked six 
questions regarding media device usage. Results align with expectations for the study’s 
core respondent age group (18-21). Respondents were more likely to use new media 
devices or services (e.g., Roku and Netflix) than traditional devices (e.g., broadcast and 
time-delayed devices) (Chart 6). 
 Streaming services (e.g., Netflix or Hulu) saw near-universal use with 98% of 
respondents reporting current use. Similarly, streaming devices (e.g., Roku or Amazon 
FireTV) saw high use, with 72% of respondents reporting current use. Cable or satellite 
services saw split use, with 50% saying they have a cable or satellite subscription, 7% 
saying they were not sure, and 43% saying they do not have a cable or satellite service. 
Over-the-air broadcast signals were not heavily utilized with 85% of respondents 
reporting that they do not currently use a broadcast antenna. Finally, time-delayed 
devices saw limited usage. Sixty-nine percent of respondents do not currently use a 
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DVR or TiVo, and 63% of respondents do no currently use a DVD, Blu-Ray, or VCR to 
consume video content (Chart 6). 
 Each media use question was compared to ATSC 3.0 adoption interest. No 
significant statistical relationships were found for any of the media device use questions 
(Chart 4). Given the youth of the volunteer pool, it is not surprising that several 
categories did not see significant statistical relationships. However, it is surprising that 
respondents who use a broadcast antenna did not show a measurable relationship to 
ATSC 3.0 adoption interest as ATSC 3.0 is a broadcast method and could improve the 
group’s viewing satisfaction. 
 
Research Question 7: To what extent is the time spent with any media predictive 
of ATSC 3.0 adoption interest? 
 Participants were asked to report the amount of time they spend in a week 
utilizing various media. Respondents were less likely to use traditional media (e.g., TV, 
radio, and print), but were heavy users of new media (e.g., internet, social media, 
mobile). Traditional media use was examined through three questions. The majority of 
respondents watched 1-4 hours of video content per week on television (47%). Eighty-
three percent of respondents did not listen to or listened to less than one hour of radio in 
the past week. Finally, 37% of respondents did not read, and 46% read 1-4 hours any 
newspapers, periodicals, or books in the past week (Chart 4). 
 Three additional questions examined new media use within the past week. 
Internet use was heavy, with 44% of respondents using the internet for 20 hours or 
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more and 31% for 10-19 hours. Social media use saw a more centralized spread, with 
35% using it for 5-9 hours and 32% using it for 10-19 hours. Finally, the results show 
that respondents use their smartphones or tablets more than a television for consuming 
video content. Thirty-five percent use their smartphones or tablets for 1-4 hours, 24% 
for 5-9 hours, and 30% for 10 hours or more (Chart 4). 
 Each media use question (e.g., use of television, radio, print, internet, social 
media, and video on smartphone/tablet) was compared to ATSC 3.0 adoption interest. 
No significant statistical relationships were found for any of the media use questions 
(Table 4). The similarity and clustering of responses from a volunteer pool that skewed 
younger could have reduced the likelihood of finding significant relationships.  
 
Research Question 8: To what extent will “cutting-the-cord” be predictive of 
ATSC 3.0 adoption interest?  
 Anecdotally, cord-cutters would be an ideal group of ATSC 3.0 adopters as the 
technology could increase their access to video content. 45% of respondents report 
having cut-the-cord (Chart 6). When cord-cutting behavior is compared to adoption 
interest, we find a statistically significant relationship (p-value 0.049) (Table 4). 
Respondents who have not cut-the-cord were more likely to be interested in ATSC 3.0 
adoption than cord-cutters were.  
 Such a relationship between cord-cutting behavior and adoption interest could be 
explained in that respondents who have not cut the cord are interested in ATSC 3.0 as 
a viable replacement for a cable, satellite, or telco subscription. Additionally, there is no 
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significant relationship when we compare those who considered cutting-the-cord in the 
past 12 months to adoption interest (p-value 0.399). Such a finding is additive in that 
those who considered cutting the cord and did not, found no reasonable alternative to 
their cable, satellite, or telco subscription. Such a supposition would require further 
study to determine its validity. 
 
Discussion 
 Executing a nationwide or market-wide roll-out of ATSC 3.0 will require technical 
expertise and a well-orchestrated marketing plan. Not only does this study extend 
academic knowledge on technology adoption, but it serves as a starting point on the 
development of an industry marketing plan. Actionable intelligence was gathered, 




 One of the target audience segments for ATSC 3.0 adoption includes those who 
have not cut the cord. Tests for this audience segment showed that they had an interest 
in adopting ATSC 3.0. Components of the new broadcast standard can serve as 
replacements for many of the services included in modern cable and satellite 
subscriptions (e.g., 4K video, shopping, and mobile viewing). When ATSC 3.0 is 
coupled with an OTT or vMVPD service, consumers could see a negligible drop-off in 
content availability and improved quality and service.  
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 Additionally, younger consumers displayed an interest in adopting ATSC 3.0. In 
countless studies, including this one, youth has proved to not only be an indicator of 
new technology adoption and that members of this group are more likely to be 
innovators or early-adopters. Such consumers, and their social networks, are important 
to the adoption process as they will influence others to adopt the technology. This 
research uncovered key components of the broadcast standard that young adults were 
most interested in: high-quality video, mobile viewing, and high-quality audio. 
 
Key Components 
 While sub-groups within the research ranked their interest in the ATSC 3.0 
components differently, it is important to recognize how the entirety of the group ranked 
the components in order of importance. Those who were interested in ATSC 3.0 were 
most interested in on-demand features, followed by higher quality video, mobile viewing, 
higher quality audio, and shopping on a TV (Table 2). Additional cross-tabulations were 
conducted that examined interest in ATSC 3.0 components. The two components that 
garnered the most interest across the board were on-demand features and higher 
quality video. 
 Such information is important for the roll-out of the new broadcast standard. As 
ATSC 3.0 roll-out guidelines are being determined at both the station and market level, 
it is important that organizations understand which components interest consumers the 
most. Those that attract higher interest can be rolled out earlier and should be used to 
market the broadcast change to consumers.  
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Organizations can utilize these findings to create research-driven, action-oriented 
marketing plans. Utilizing strong call-to-action messages built around those components 
of the broadcast standard that consumers are most interested in can help increase the 
chance of broad adoption. While messages should be broadly appealing, they should 
feature those likely to be early adopters (e.g., young adults, those who enjoy 
technological improvements, and consumers who have not cut the cord).  
Additionally, marketers should take advantage of the natural progression of 
adoption identified by Rogers (i.e., innovators, early-adopters, early-majority, late-
adopters, laggards). This research strongly aligns with those at the beginning of the 
adoption spectrum, and thus, its recommendations align with marketing to those 
consumers. However, as a marketing campaign progresses, messages should change 
to meet the needs of those in the middle or at the end of the adoption spectrum. Failing 
to align messages to the target audience could result in consumers failing to adopt the 
broadcast standard, which could ultimately lead to its failure or further increase rating 
losses. 
 
Technology Adoption and TV Use Gratification 
Clear empirical evidence was not derived showing that ATSC 3.0 was perceived 
as providing a true relative advantage. Nor was information uncovered that it was 
unduly complicated. As noted previously, the demographic make-up of the volunteer 
pool might have limited the ability to test these functions. This research utilized a 
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volunteer pool that was found to align with groups at the beginning of the adoption 
spectrum.  
Additionally, as only a written description of the technology was provided, 
respondents might not have been able to appropriately gauge the relative advantage or 
complexity of the standard. However, other modern media consumption methods 
provide many of the opportunities included in ATSC 3.0. As such, respondents might 
not have felt that the technology provides relative advantage. Future research should 
provide respondents with the ability to interact with the technology and rate its 
usefulness. 
It is worth noting that the respondent group declared that positive technology 
adoption questions were more descriptive of them (Table 6). The overall respondent 
group noted that the complex technology adoption questions were less descriptive of 
their attitudes or beliefs (Table 6). This shows that the group is more likely to be 
comfortable with technology and does not match the general population.  
TV use gratification findings provide insight into the content that those interested 
in ATSC 3.0 adoption are likely to enjoy – entertaining, exciting, and news-worthy 
content. This information can help drive marketing decisions by utilizing similar themes 
or cross-promoting with programs aligning with those paradigms. Further, this 
information can help stations identify programming that consumers are likely to watch, 
and thus, would be an ideal location to air marketing messages. 
As a whole, the respondent group was more likely to say that those gratifications 
linked to entertainment, killing time, excitement, or fun were more descriptive of their TV 
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use behavior. They were more likely to say that those linked to learning and information 
were less description of their TV use (Table 7). Again, this is likely an alignment of the 
research pool demographics and respondents’ media use behaviors. 
 
Conclusion 
 This research was not a proverbial “smoking gun” that identified all aspects of 
ATSC 3.0 adopters. The research was limited by a clustered research pool, and the 
method lacked features that would allow respondents to interact with the new broadcast 
standard. However, it has provided actionable, research-driven information that 
organizations can utilize to begin creating tactics and strategies for ATSC 3.0 
deployment – notably a focus on young adults who have not displayed cord-cutting 
behavior and have displayed a tendency for technology adoption and entertainment-
oriented TV use. As this aligns with those at the beginning of the technology adoption 
spectrum, experienced marketers should be able to utilize the information to develop 
multi-channel campaigns that seek to influence and motivate innovators and early-
adopters. 
 Opportunities exist to extend and enhance my research. The next logical phase 
would be studying a more generalized population in order to gain actionable intelligence 
that can influence a comprehensive marketing campaign. Further, the study should 
utilize in-person interviews to ensure that participants fully understand all media terms 
and descriptions. Finally, any additional study should allow participants to utilize the 
new broadcast standard to help fully prove or disprove its genuine advantage. 
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Television stations face a unique challenge as they move into the next decade, 
not unlike that of newspapers in the early-to-mid 2000s. ATSC 3.0 could provide 
television stations with the opportunity to reconnect with lost audiences and increase 
the chances of their survival for years to come. However, the new broadcast standard 
must be rolled out in a meaningful, action-oriented manner, or the real possibility exists 
that the number of broadband-only homes will increase. Stations must prove to 
consumers across the adoption spectrum that the new standard provides a relative 
advantage over the current framework, that it is not overly complex or burdensome, and 
that the cost of adoption is worth the purchase of new television sets and/or supporting 
devices. 
  





































































Studying the Attributes of Consumers Showing Interest in Adopting ATSC 3.0 Television 
 
Start of Block: Introduction 
 
Thank you for participating in this research study that will examine television viewer daily media 
use, the reasons people watch TV, and how both affect the adoption of new TV systems, 
specifically the new ATSC 3.0 television standard. 
    
Please take a moment to review the following definitions and concepts that will help clarify 
questions within this survey. 
     
What is ATSC 3.0?   
Many, but not all, TV stations across the country will be introducing a new way of broadcasting 
their programming during the next 1-3 years. The service will be called ATSC 3.0 and will be 
available for free. It will include upgrades to video quality and clarity, audio quality and clarity, 
emergency services features, mobile TV features, on-screen shopping features, and on-demand 
programming. Again, the service will be called ATSC 3.0 and will be available in the near future.   
 
What is television?   
For the purposes of the survey, unless otherwise noted, the term “television” will mean all video 
content that is consumed on a television set. Where necessary, the survey will describe the 
source of the video content.   
 
What is a television set?   
The physical television device will be defined as any stand-alone device that must receive 
broadcast television signals in order to work. The hardware can also receive content from other 
sources including cable/satellite boxes, gaming systems, delayed viewing devices (i.e., DVR, 
DVD Player, Blu-Ray Player), or streaming digital media players (i.e., Fire TV, Apple TV, Roku). 
The term television does not cover content consumed on computer monitors, desktop 
computers, laptops, tablets, or smartphones.   
 
What is a broadcast television signal?   
Broadcast television is a source of video content that is transmitted wirelessly over the air (like 
that used by a radio). It can be picked up by televisions that use an antenna. Consumers have 
the option of viewing television using a broadcast signal or via an additional service such as 
cable.  
 
Listing media platforms and devices   
Throughout the survey, you will encounter questions about the use of a category of devices. 
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These questions will often contain an example of a device that falls within the category.  The 
example device is not the only device available, but is used to provide clarity.    
 
An unrelated example would be, “Have you driven a foreign car in the past 12 months (like a 
Honda)?” Honda isn’t the only foreign car to be considered, but is used as an example of the 
category. Other cars to be considered in this example would be Toyota, Audi, BMW, VW, etc… 
 
End of Block: Introduction 
 
Start of Block: Media Time Usage 
 
Q1 On average, how much time do you spend each week watching any video content on your 
television? 
o Less than 1 Hour  (1)  
o 1-4 Hours  (2)  
o 5-9 Hours  (3)  
o 10-19 Hours  (4)  
o 20 Hours or More  (5)  
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Q2 On average, how much time do you spend each week on the internet? 
o Less than 1 Hour  (1)  
o 1-4 Hours  (2)  
o 5-9 Hours  (3)  
o 10-19 Hours  (4)  
o 20 hours or more  (5)  




Q3 On average, how much time do you spend each week using social media? 
o Less than 1 Hour  (1)  
o 1-4 Hours  (2)  
o 5-9 Hours  (3)  
o 10-19 Hours  (4)  
o 20 hours or more  (5)  
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Q4 On average, how much time do you spend each week listening to the radio? 
o Less than 1 Hour  (1)  
o 1-4 Hours  (2)  
o 5-9 Hours  (3)  
o 10-19 Hours  (4)  
o 20 hours or more  (5)  




Q5 On average, how much time do you spend each week reading newspapers, periodicals, or 
books? 
o Less than 1 Hour  (1)  
o 1-4 Hours  (2)  
o 5-9 Hours  (3)  
o 10-19 Hours  (4)  
o 20 hours or more  (5)  
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Q6 On average, how much time do you spend each week watching video content on your tablet 
and smartphone? 
o Less than 1 Hour  (1)  
o 1-4 Hours  (2)  
o 5-9 Hours  (3)  
o 10-19 Hours  (4)  
o 20 hours or more  (5)  
o None  (6)  
 
End of Block: Media Time Usage 
 
Start of Block: Device Usage 
 
Q7 In the past 12 months have you watched a TV show, movie, sporting event, or newscast on 
a TV? 
o Yes  (1)  
o Maybe  (2)  
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Q8 In the past 12 months have you watched a TV show, movie, sporting event, or newscast on 
a smartphone? 
o Yes  (1)  
o Maybe  (2)  




Q9 In the past 12 months have you watched a TV show, movie, sporting event, or newscast on 
a tablet? 
o Yes  (1)  
o Maybe  (2)  




Q10 In the past 12 months have you watched a TV show, movie, sporting event, or newscast on 
a desktop or laptop? 
o Yes  (1)  
o Maybe  (2)  
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Q11 In the past 12 months have you watched a TV show, movie, sporting event, or newscast on 
a smartphone or tablet when someone else was using your primary TV? 
o Yes  (1)  
o Maybe  (2)  




Q12 In the past 12 months have you watched a TV show, movie, sporting event, or newscast on 
a smartphone or tablet in a room other than the room your main TV is located in? 
o Yes  (1)  
o Maybe  (2)  
o No  (3)  
 
End of Block: Device Usage 
 
Start of Block: Cord Cutting 
 
"Cutting the Cord" is a relatively new concept that sees a person cancel their cable or satellite 
subscription service and replace it with broadcast TV and/or digital streaming services (like 
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Q13 In the past 12 months, have you considered "cutting-the-cord"? 
o Yes  (1)  




Q14 Have you "cut-the-cord" and are no longer receiving cable or satellite TV service? 
o Yes  (1)  
o No  (2)  
 
 
End of Block: Cord Cutting 
 
Start of Block: Media Content Platform 
 
Q15 Do you currently use an antenna to watch broadcast television? 
o Yes  (1)  
o Maybe  (2)  
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Q16 Do you currently use a cable or satellite service to watch video content on your television? 
o Yes  (1)  
o Maybe  (2)  




Q17 Do you currently use a DVR or TiVo service to watch video content on your television? 
o Yes  (1)  
o Maybe  (2)  




Q18 Do you currently use a DVD player, Blu-Ray player, or VCR service to watch video content 
on your television? 
o Yes  (1)  
o Maybe  (2)  
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Q19 Do you currently use a streaming digital media device (like a Roku) to watch video content 
on your TV? 
o Yes  (1)  
o Maybe  (2)  




Q20 Do you subscribe to any streaming media services (like Netflix or Hulu)? 
o Yes  (1)  
o Maybe  (2)  
o No  (3)  
 
End of Block: Media Content Platform 
 
Start of Block: Innovativeness Questions 
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Q21 Please rate the following statements regarding your thoughts and feelings on new 
technologies. 

























bring me (1)  
o  o  o  o  o  
New 
technologies 
make my life 
easier (2)  
o  o  o  o  o  






o  o  o  o  o  
I think that 
new 
technologies 
give me more 
control over 
my life (4)  
o  o  o  o  o  
I use new 
technologies 
out of a need 
to be 
innovative (5)  
o  o  o  o  o  
I use new 
technologies 
because I 
want to learn 
new ideas (6)  
o  o  o  o  o  





o  o  o  o  o  
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I have a 
desire to keep 
up with new 
technology 
(8)  
o  o  o  o  o  






o  o  o  o  o  
Learning new 
technologies 
is a frustrating 
experience 
for me (10)  
o  o  o  o  o  




o  o  o  o  o  
I often feel 
anxious when 
I use new 
technologies 
for the first 
time (12) 
o  o  o  o  o  




may not work 
properly (13)  
o  o  o  o  o  
 
 
End of Block: Innovativeness Questions 
 
Start of Block: Television Gratification 
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Q22 Please rate the following statements regarding your thoughts and feelings towards 
television use. 























boredom (1)  




problems (2)  
o  o  o  o  o  
I use 
television to 




things (4)  











o  o  o  o  o  
I use 
television to 
get the news 
(7)  











o  o  o  o  o  
I use 
television to 
have fun (10)  o  o  o  o  o  








o  o  o  o  o  
I use 
television to 
fill or kill time 
(12) 
o  o  o  o  o  
 
 
End of Block: Television Gratification 
 
Start of Block: ATSC 3.0 Adoption Interest 
 
Q23 Many, but not all, TV stations across the country will be introducing a new way of 
broadcasting their programming over the next 1-3 years. The service will be called ATSC 3.0 
and will be available for free. It will include upgrades to video quality and clarity, audio quality 
and clarity, emergency services features, mobile TV features, on-screen shopping features, and 
on-demand programming. Again, the service will be called ATSC 3.0 and will start being 
available in the near future. 
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If a new TV service were to provide any or all of the services listed below, rate your interest in 
adopting each service. 












(1)  o  o  o  o  o  
Higher 
Quality Audio 
(2)  o  o  o  o  o  
On-Demand 
Television 





Phone (4)  
o  o  o  o  o  
Shopping On 
Your 




features (6)  





Q24 Would you be interested in adopting ATSC 3.0? 
o Yes  (1)  
o Maybe  (2)  
o No  (3)  
 





End of Block: ATSC 3.0 Adoption Interest 
 
Start of Block: Demographic Questions 
 
Q25 What gender do you declare yourself as? 
o Male  (1)  
o Female  (2)  




Q26 What is your current employment status? 
o Full-Time  (1)  
o Part-Time  (2)  
o Retired  (3)  
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Q27 Do you have children in your home under 18? 
o Yes  (1)  




Q28 What is your highest completed level of education? 
o Less than High School  (1)  
o High school graduate or Equivalent  (2)  
o Some college  (3)  
o 2 -year degree (4)  
o 4-year degree (5)  
o Professional degree  (6)  
o Doctorate  (7)  
 
 
Q29 How would you describe your household income in ballpark terms? 
o Annual Salary: Less than $29,999 (1)  
o Annual Salary: $30,000-$49,999 (2)  
o Annual Salary: $50,000-$69,999 (3)  
o Annual Salary: $70,000-$89,999 (4) 
o Annual Salary: More than $90,000 (5) 
 
 




Q30 What is your age? 
________________________________________________________________ 
 
End of Block: Demographic Questions 
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